Purpose -The purpose of this paper is to investigate the impact of internal marketing and empowerment on new product selling and sales innovativeness. The link between sales innovativeness and new product selling was examined as well.
INTRODUCTION
showed that about 28 % of companies' sales and profi t derived from new products. Nevertheless, new product development is associated with high risks and costs (Fu et al., 2010, p. 61) , and globalization has made new product development even more challenging (Crawford & DiBenedetto, 2011, p. 8) .
In the new product development (NPD) process, sales force plays an important role, especially in the last stage, i.e. commercialization, whose success highly depends on the sales force and their performance ( Today's sales force, as part of the business and in accordance with the current environmental demands, has to contribute to the company's overall innovativeness eff orts; not only with high level performance in the last stage, but also by showing innovativeness in the sales department itself (i.e. sales innovativeness). Innovativeness of the sales department (Matsuo, 2009, p. 321; Evans, Landry, Li & Zou, 2007) represents the degree of fl exibility, willingness, and propensity to demonstrate and adopt new problem-solving behaviors by the salesforce. This willingness to be fl exible and creative in sales may not only add value, which is highly recommended in contemporary business, but it could be very useful in situations of new product selling. Moreover, innovativeness could be a source of competitive advantage (Matsuo, 2009 , p. 321) in regular selling situations.
In order to aff ect these important outcomes (i.e. new product selling and sales innovativeness), the identifi cation of potential manageable and infl uencing drivers becomes imperative.
One of the concepts with potential infl uence on new product selling and sales innovativeness is internal marketing (IM). Specifi cally, marketing activities conducted in the internal market (i.e. between employees) have a wide range of outcomes. It was suggested that IM impacts, among others, job satisfaction, motivation and innovation development (Ahmed & Rafi q, 2006 ). If we take into account, on the one hand, that internal marketing basically means conduct of marketing activities in order to get the most out of employees and, on the other hand, the importance of people in innovations and new product selling as already highlighted above, then the links between these factors are worthy of further investigation.
In new product selling situations, the seller often faces new challenges because there is high pressure from the management to push the new product as well as resistance, or at least lots of questions, from customers to be answered and uncertainties to be solved. These situations require some discretion from employees in certain task-related activities (i.e. empowerment). Therefore, it has been suggested (Ahmed & Rafi q, 2006) that empowerment generates more eff ective sales results thanks to better exploitation of sales opportunities and salespeople's better adaptability and faster response to customer needs. Moreover, the above-mentioned salesforce creativity and fl exibility, and a new way of problem-solving can be fostered if the employees are allowed (i.e. empowered) to react quickly and according to the situation. This creativity, fl exibility, and innovation cannot grow without support from the management and the overall organization that shares power with its employees. Accordingly, the concept of empowerment could also be useful in boosting innovativeness and new product sales.
Despite their importance as mentioned above, the salesforce roles and sales management specifi cities do not receive enough attention within NPD literature or within sales literature (Fu et al., 2010; Fu, Jones & Bolander, 2008) . Therefore, the main aim of the present study, which will thus contribute to new insights and knowledge in this insuffi ciently explored area, is to explore the impact of internal marketing and empowerment on new product selling and sales innovativeness. The link between sales innovativeness and new product selling is explored as well.
To the best of the authors' knowledge, the mentioned relationships have not been studied sufficiently, so the fi ndings of this study will expand the body of knowledge on innovativeness and new product selling by adding new insights in the fi eld.
Based on the demonstrated relationships, the managers (i.e. top manager, sales manager and new product development manager) can plan internal marketing activities and give a stronger impetus to employee empowerment with the fi nal aim to increase sales innovativeness and enhance new product selling.
The paper is divided into seven sections. After the introduction, the second chapter outlines the theoretical background and develops the hypotheses. The following section presents the methodology, i.e. the research instruments, scales, the sample characteristics and data collection. In the fourth chapter, the research results as well as the measurement and structural models are analyzed. The fi fth chapter presents the study implications and discussion. The sixth chapter highlights the limitations of the research and provides directions for possible future research. The seventh chapter summarizes the most important conclusions.
LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT
The salesforce is embedded in new product development from an early phase on: it plays an important role from the very beginning but is crucial at the time of commercialization of the product when the salesforce predominantly affects customer perceptions of the product and customer buying behavior (Fu et al., 2010 Based on the above and with the aim to enhance knowledge in the fi eld, we state:
Internal marketing has a positive impact on new product selling.
Internal marketing and sales innovativeness
Innovativeness comprises the extent to which the development of new ideas, novelty, and creativity is encouraged within the company context with the aim to develop new products, processes or some kind of new value (Matsuo, 2009, p. 321 In view of the foregoing, if implemented, IM aff ects many organizational aspects and the whole organization, as well as the sales department and its innovativeness. Moreover, IM has the potential to infl uence the attitude to creativity and fl exibility and employee behavior; it comprises evaluation, development, and rewarding employees as well as improved communication and overall integration through the marketing approach (Ahmed & Rafi q, 2006) . Accordingly, it could represent an important tool in developing sales innovativeness.
Taking into consideration customer characteristics and expectations, competitive pressure, and new product commercialization requirements, sales innovativeness is a highly desirable behavior in selling either new or existing products.
Despite the importance of sales innovativeness, there is no extant literature on the topic (Matsuo, 2009). Moreover, it has been noted that there is a limited number of studies related to salesforce and innovation-related activities (van den Berg et al., 2014). To the best of the authors' knowledge, this link between internal marketing and the specifi c construct of sales innovativeness has not been studied so far.
Based on the above, we hypothesize:
Hypothesis 2: Internal marketing has a positive impact on sales innovativeness. In view of the foregoing, empowerment has the potential to positively aff ect the investigated outcomes (i.e. new product selling and sales innovativeness). Empowerment allows discretion to adapt the task performance and to promptly react to customer needs in a new situation, which leads to easier customization of the service and, consequently, to customer satisfaction, thus providing a competitive advantage to the company. It can be assumed that the demanding task of new product selling can be signifi cantly aff ected by personal factors, including increased work eff ort, faster response, customer orientation, performance, adaptability, motivation, personal satisfaction, and less waste of time. Moreover, empowered sales employees could be more inclined to be creative, fl exible, and innovative.
Empowerment and new product selling and sales innovativeness
To the best of our knowledge, the relationships proposed in the following hypotheses have not been studied suffi ciently. With the aim to enlarge the knowledge in the fi eld of sales, we hypothesized as follows:
Hypothesis 3: Empowerment has a positive impact on new product selling.
Hypothesis 4:
Empowerment has a positive impact on sales innovativeness.
Sales innovativeness and new product selling
The new product selling task requires tenacious salespeople to be ready to absorb a high rejection rate (Jobber & Lancaster, 2015) . Moreover, they have to be talented, armored with information about the product, and highly capable of presenting the products and convincing the customer ( Based on the above, we state:
Hypothesis 5: Sales innovativeness has a positive impact on new product selling.
METHODOLOGY

Instrument and scales
Diff erent scales associated with individual constructs were used in the research. The threeitem scale developed by van den Berg and others (2014) was used for the measurement of the new product selling focus. The scale developed by Matsuo (2009) was used in identifying sales innovativeness within the sales department. The empowerment level was measured using the scale designed by Spreitzer (in Martin & Bush, 2006) , and the implementation of internal marketing was defi ned using the scale developed by Wu and others (2013). All the scales were previously developed and used for the purpose of research among sales force and fi rstline employees, and their validity and reliability were demonstrated. Accordingly, they were considered suitable for the current study. The scales' items for each construct can be viewed in the Appendix. Demographic questions about the gender, ages, educational background, and years in sales were added to the questionnaire.
All of the scales used were 7-point Likert-type scales (ranging from 1 -strongly disagree to 7 -strongly agree).
Sampling
The survey sample included 101 respondents working as salespeople in diff erent business organizations who fully completed the questionnaire. The questionnaire was sent to 1,000 best companies in Croatia according to the TOP 1000 ranking of added value creators in Croatia, compiled by the business journal Lider. The ranking was published in September 2015, based on the fi nancial data from the 2014 annual report. The questionnaire was compiled in electronic form and sent by email to the enterprises to pass on to their salespeople. In terms of gender, 35.7 % of respondents were male and 64.3 % were female. As to age, 0.9 % of respondents were younger than 26, 19.8 % were 26 to 35 years old, 41.6 % from 36 to 45 years old, 24.8 % between 46 and 55 years of age, whereas 12.9 % of respondents were older than 56. In terms of education, 19.8 % of respondents were high school graduates, 63.4 % of respondents held a bachelor or university degree, 16.8 % junior college or higher education degree, whereas 0.07 % of respondents held a master or doctoral degree. As to experience, 26.8 % of respondents had less than 5 years in sales, 27.5 % had 6 to 10 years of experience in sales, 12.7 % of respondents worked in sales for 11 to 15 years, while 33 % of respondents had over 15 years of sales experience.
RESEARCH RESULTS
As this is a research on the development of correlations among several theoretical constructs, the hypotheses were tested according to the PLS-SEM method using the SmartPLS 3 software for data analysis (Ringle, Wende & Becker, 2015) . The PLS-SEM method was chosen over the CB-SEM method because of the purpose of the survey, as it is aimed primarily at determining the predictive ability of endogenous constructs, rather than testing the theory (Hair, Ringle & Sarstedt, 2012) . Besides that, the PLS-SEM method provides better results in case of smaller samples and, being a non-parametric method, it is more fl exible than the CB-SEM method due to non-observance of the normal distribution rules for indicator variables, as is the case in this research (Table 1) thermore, individual items are interchangeable without threatening content validity of the construct, for instance, item 1 and item 2. Finally, indicator variables represent consequences of individual theoretical constructs (Rossiter, 2002) . After specifying the types of the measurement models used, the authors assessed the unidimensionality, as well as the convergent and the discriminant validity of the measurement scales. All indicator variables that had statistically signifi cant outer loadings at the level of 5 % and above 0.4 ( 
Measurement model evaluation
Structural model analysis
After the evaluation of the reliability and validity of the measurement scales, the next step was to analyze the structural model. The statistical signifi cance of the path coeffi cients was determined using the bootstrapping method with 5,000 subsamples. The results are showed in Table 3 . =0.681). The structural model has predictive relevance, which was assessed by using the Blindfolding procedure. All endogenous constructs had the Q 2 values greater than 0.
STUDY IMPLICATIONS AND DISCUSSION
As previously argued, sales innovativeness and especially new product development's last phase, i.e. new product selling, are important determinants of company success. Moreover, the new product development process involves a number of people within organizations and billions of dollars of investment in economy every year, and innovativeness represents a source of competitive advantage (Matsuo, 2009 ). Despite such important inputs and outputs, the results of such processes are not satisfactory enough. In addition, the role of salespeople in an NPD process, despite their role as the interface (e.g. boundary spanners) between the company and the customer and their importance in organization's innovative eff orts, has not received suffi cient attention from researchers and academics. The current study fi lls a part of this gap or at least it represents a sound contribution to defi ning the relations among few interconnected aspects, which can contribute to the success of the processes. The present study highlights the importance of new/old approach to human resource management, the philosophy of marketing and a non-coercive approach to employees in order to engage their hearts (not only brains) (Ahmed & Rafi q, 2006) . As already mentioned, thanks to the linkages presented in this research, top management, new product development managers, and sales managers can plan internal marketing activities, apply the market approach to the salesforce (and the whole organization), and put more impetus on empowering them in order to achieve desired outcomes, such as sales innovations and better commercialization of the product. The non-proven impact of sales innovativeness on new product selling can presumably be explained by the low level of sales innovativeness (the mean values are low) within the sales departments of the observed enterprises. In order to demonstrate that link, further research is needed, as explained in detail in the next section.
LIMITATIONS AND FUTURE RESEARCH
This study has a few limitations that represent opportunities for further research. The limitations relate primarily to the sample, that is, its size and structure. A larger sample would allow obtaining more reliable and valid data and a generalization of the results. Furthermore, the failure to prove H5, i.e. the indication of adverse impact of SINNOV on NPS, requires further research including moderator and mediator variables (for instance, personal qualities of salespeople, years of experience in sales, level of product innovativeness, and type of buyer). Moreover, the authors did not use a measure of objective sales performance in this research, which is a limitation that should be overcome in future research.
Lastly, due to the small sample size, the authors did not fully test unobserved heterogeneity within the scope of the current research, although the results of the FIMIX procedure suggest the existence of two segments of salesforce of roughly equal size, and in one of these segments the effect of SINNOV on NPS is large (β=0.648). Therefore, future research on larger samples should investigate the above phenomenon.
Finally, the infl uence of other possible antecedents besides internal marketing and empowerment on successful new product selling and sales innovativeness, such as internal knowledge-sharing, should also be investigated. The gained insights could aff ect the sales results and, consequently, the company's overall success.
CONCLUSION
Innovation and new product development are conditio sine qua non for contemporary companies. Salespeople as boundary spanners and sales managers as the fi rst among equals are important links in the process. Moreover, salespeople play a key role in the diff usion of innovation (i.e. selling of new products or services) ( is a key factor for commercialization success (Crawford & DiBenedetto, 2011) . As previously argued, there is a number of challenges in the process, but the stakes are high so it is worthy of further eff orts on the part of academics and practitioners alike. The fi ndings suggest that the possible positive eff ects of internal marketing application within companies result in achieving innovativeness in sales department and new product selling. Today, the 1970s' concept and philosophy could perhaps be revitalized in the complex, yet vital NPD processes for businesses. The notion of empowerment is further highlighted as important in achieving innovativeness and willingness among salespeople to sell new products.
In conclusion, companies which strive to develop and sell new products/services or promote the innovative culture, especially within the sales department, have to approach their own employees using internal marketing (as one of the HRM methods, in addition to the other ones already in use) and sharing power with them. This may be a piece of the puzzle which is currently lacking to achieve better results in innovative eff orts.
